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bstract
his study aimed to identify satisfaction antecedents presented by sugar cane producers with the associations they belong to. It was developed a
odel composed of seven dimensions which were grouped into two types: individual aspects (economic, networking and honor) and collective
spects (perception of services, representation, trust and relevance of the association). It was performed one quantitative and descriptive study,
onducted through questionnaires applied directly to producers. 550 questionnaires were completed and 411 of these were valid. For the data
nalysis, correlation and multiple linear regression between the variables were used. The results showed that all seven variables were positively
orrelated with satisfaction, however, only five of them comprised the final model after multiple linear regression: perception of services offered,
epresentation, trust, economical aspect and honor. Surprisingly, the results also showed that collective aspects affected more the satisfaction than
ndividual aspects.
 2016 Departamento de Administrac¸a˜o, Faculdade de Economia, Administrac¸a˜o e Contabilidade da Universidade de Sa˜o Paulo – FEA/USP.
ublished by Elsevier Editora Ltda. This is an open access article under the CC BY license (http://creativecommons.org/licenses/by/4.0/).
eywords: Associativism; Satisfaction; Predecessors of satisfaction; Collective action
esumo
 objetivo do estudo foi identificar os elementos preditores da satisfac¸ão apresentada por produtores de cana-de-ac¸úcar com as associac¸ões de
desão voluntária que eles fazem parte. Foi desenvolvido um modelo composto por sete dimensões aglomeradas em dois tipos: aspectos individuais
aspectos econômicos, estabelecimento de novos relacionamentos e honra) e aspectos coletivos (percepc¸ão de servic¸os, representac¸ão, confianc¸a e
elevância da associac¸ão). Questionários foram aplicados diretamente a 550 produtores e desses 411 foram válidos. A partir dos dados levantados,∗ Corresponding author at: Universidade de São Paulo, Faculdade de Economia, Administrac¸ão e Contabilidade de Ribeirão Preto, Avenida dos Bandeirantes,
900, 14040-905 Ribeirão Preto, SP, Brazil.
E-mail: ltcastro@usp.br (L. Thomé e Castro).
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foram feitas análises de correlac¸ão e regresso linear múltipla entre as variáveis. Os resultados identificaram que todas as sete variáveis do modelo
apresentam correlac¸ão positiva com a satisfac¸ão, entretanto apenas cinco delas compuseram o modelo final após a regressão linear múltipla:
percepc¸ão de servic¸os oferecidos, representac¸ão, confianc¸a, aspecto econômico e honra. Os resultados também mostraram, diferentemente do
esperado, que os aspectos coletivos influenciam mais a satisfac¸ão dos produtores do que os aspectos individuais. Apresentam-se importantes
orientac¸ões sobre a pesquisa em associativismo e a gestão de associac¸ões.
© 2016 Departamento de Administrac¸a˜o, Faculdade de Economia, Administrac¸a˜o e Contabilidade da Universidade de Sa˜o Paulo – FEA/USP.
Publicado por Elsevier Editora Ltda. Este e´ um artigo Open Access sob uma licenc¸a CC BY (http://creativecommons.org/licenses/by/4.0/).
Palavras-chave: Associativismo; Satisfac¸ão; Antecessores da satisfac¸ão; Ac¸ão coletiva
Resumen
El objetivo en este estudio es identificar los factores predictivos de satisfacción presentada por productores de can˜a de azúcar con relación a las
asociaciones de afiliación voluntaria a las que pertenecen. Se desarrolló un modelo compuesto por siete dimensiones organizadas en dos tipos:
aspectos individuales (aspectos económicos, establecimiento de nuevas relaciones y honor) y aspectos colectivos (percepción de los servicios,
representación, fiabilidad y relevancia de la asociación). Se aplicaron cuestionarios directamente a 550 productores, de los que resultaron 411
válidos. A partir de los datos recolectados, se realizaron análisis de correlación y regresión lineal múltiple. Los resultados mostraron que las
siete variables del modelo se correlacionan positivamente con la satisfacción, sin embargo, sólo cinco de ellas compusieron el modelo final tras
llevarse a cabo la regresión lineal múltiple: percepción de los servicios ofrecidos, representación, fiabilidad, aspecto económico y honor. Además,
los resultados indicaron, a diferencia de lo esperado, que los aspectos colectivos afectan más la satisfacción de los productores que los aspectos
individuales. Se presentan importantes orientaciones sobre los estudios en asociativismo y la gestión de asociaciones.
© 2016 Departamento de Administrac¸a˜o, Faculdade de Economia, Administrac¸a˜o e Contabilidade da Universidade de Sa˜o Paulo – FEA/USP.
Publicado por Elsevier Editora Ltda. Este es un artı´culo Open Access bajo la licencia CC BY (http://creativecommons.org/licenses/by/4.0/).
Palabras clave: Asociativismo; Satisfacción; Factores predictivos de la satisfacción; Acción colectiva
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The associations between producers of sugarcane in Brazil
re formed by the guild of producers by producing regions. As
n example, in south-central Brazil, there are 31 associations
ith about 18,000 sugarcane producers.
Until the early 1990s, the current regulations in the sector
orced the participation of the producers in associations. With the
eregulation, the producers would be free to join voluntarily the
ssociation they preferred, regardless of the region in which they
re located, beginning to contribute financially. Other changes
ave taken place in the sector with the deregulation and the end of
tate support apparatus. From that moment on, the relationship
f the actors through the associations was expanded in order to
ncrease participation in the political process, and the members
f associations had new demands, searching for cost reduction
nd product differentiation (Mello & Paulillo, 2005).
Given the importance of the association for producers and
he freedom to join the associations they liked the most, the ben-
fits provided by them can define their existence and stability.
his is because the voluntary nature of associations positions
heir members as clients, demanding for specific services and
hoosing to remain bound to it by weighing the costs and bene-
ts arising from membership. These costs are mainly related to
ntrepreneurs’ time of opportunity costs and capital opportunity
osts for the maintenance of the association. Thus, managers
ust seek to draw attractive actions in order to ensure the con-
inued participation of its members (Conejero, 2011; Nassar &
ylbersztajn, 2004).
Associations can provide a range of individual and collec-
ive benefits, as well as facilitate the growth of economic and
l
i
iocial relations among their members. The degree in which
ssociations provide desired benefits to the members can vary
onsiderably, which ultimately affects their participation in asso-
iation activities and enables many members to be disappointed
ith the business. Therefore, an important task for the long-term
ustainability of business associations is to understand the deter-
inants of adherence of member satisfaction (Newbery, Sauer,
orton, Phillipson, & Atterton, 2013).
In this context, this paper aims to identify predictor elements
f satisfaction presented by the producers of sugarcane with
he associations they belong. In order to do this, a model was
eveloped by the authors for a subsequent examination through
tatistical analysis. We will present below the factors studied
eading theorists of the subject and that were added to the model
f the research.
atisfaction  in  the  context  of  associativism
Since the existing relationship between members and asso-
iation is similar to the relationship between customer and
ompany, the concept of satisfaction developed by marketing
heorists in the business context can be applied in this context.
liver (1996) argues that there are plenty of concepts for satis-
action, which hinders a simple definition for that term. However,
e presents its own definition, stating that satisfaction is the
udgment that a characteristic of the product or service or the
roduct or service itself provided (or is providing) a pleasant
evel of achievement related to consumption. Another definition
s given by Kotler (2000, p. 58), stating that satisfaction “[.  .  .]
s the feeling of pleasure or disappointment resulting from the
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omparison of the performance (or result) obtained from a prod-
ct in relation to buyer’s expectations”. Kotler (2000) asserts that
atisfaction is achieved when the perceived result is equal to or
reater than the expectations presented by the buyer.
Importing the concept of satisfaction to the context of associ-
tion, it can be said that the members’ satisfaction occurs when
hey get results equal to or higher than expected by being part of
he group. Thus, it can be said that the reasons that lead compa-
ies or individuals to become part of the association are the same
easons that will make them stay if these factors are sufficiently
et and matched.
In voluntary associations system, the motivation of members
nd their interpretations of associativity maintains the logic of
embership, being a determinant factor of success or failure of
he association (Bennett & Ramsden, 2000). Previous research
as identified a number of reasons for membership in business
ssociations, highlighting the following aspects: the acquisi-
ion of information, access to specific services, lobbying and
elf-regulation, representation of collective interests, marketing
nd group buying opportunities, social benefits, compliments
nd accreditation (Bennett & Ramsden, 2007; Newbery et al.,
013).
The analysis of the motivation for membership of compa-
ies and individuals can be made in the light of the logic of
ervices and of collective activity. The logic of services means
hat associations have to respond to the individual and specific
eeds and demands of the members, causing the association to
esemble a business services company. On the other hand, the
ogic of collective activity focuses on the association’s role in
cting on behalf of all, or at least the majority, or in the inter-
sts of its members. The logic of collective activity, particularly
n the search for representational influence, lead associations
o seek a ratio as high as possible of members of its sector or
elevant area of interest, in order to maximize its legitimacy to
peak on the sector’s name as a whole (Bennett & Ramsden,
000).
We then note that membership to an association is given both
or reasons of individual aspects and collective aspects. Accord-
ng to Bennett and Ramsden (2007), associations are able to offer
ome unique blends of individual benefits tailored to niche strate-
ies, and collective benefits arising from shared information and
pportunities.
These aspects were presented by Olson (1971) when studying
ollective actions, stating that, in large groups, both collective
nd individual interests should be promoted. Unlike the small
roups, collective rewards are not enough to attract participants
n large groups. Thus, it is necessary that the members under-
tand the individual benefits that they can get by being part of
 given group. That is because, according to Olson (1971), the
arger the group, the farther it gets to get even an ideal supply
f any collective good, and the less probability has the group
o act in order to obtain even a minimal amount of such good.
hus, the larger the group, the less it promotes its common inter-
sts; consequently, an additional incentive should be given for
ompanies or individuals to become part of it. Based on these
spects, the following hypotheses have been proposed by the
esearch:
d
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ypothesis  1.  Individual benefits provided to producers
hrough the association influence in the satisfaction perceived
y the members.
ypothesis  2. Collective benefits provided to producers
hrough the association influence in the satisfaction perceived
y the members.
Both individual and collective benefits offered by associa-
ions cover different aspects that can contribute to the satisfaction
f participants in the groups. Below, we present the different
ypes of individual and collective benefits offered by the associ-
tions to their members.
ndividual  beneﬁts
Individual benefits are those provided individually to par-
icipants, so that the benefit received is different for each one.
lthough economic incentives are of great importance to mem-
ers of associations, social and psychological aspects such as
restige and respect are also relevant to them. Some scholars of
rganizational theory point out that the social incentives should
e analyzed in the same way monetary incentives are (Olson,
971). Thus, these two kinds of benefits will be presented herein.
conomic  aspects
Economic aspects is one of the individual benefits provided
y associations to their members. According to Olson (1971),
he group increasing provides the cost reduction assigned to each
articipant in order to increase the benefits available to them.
oreover, according to Bennett and Robson (2001), this cost
eduction comes primarily from savings in transaction costs and
conomies of scale provided by associations from the specific
ervices offered by them. Thus, the gain of expertise that the
ssociation may have in the execution of certain services may
epresent a financial gain to the members and, in addition, there
s potentially a transactional efficiency of the member with the
ssociation that does not motivate the development on its own a
iven service; in other words, it is more worthwhile to hire the
ssociation than to develop the services on its own (Williamson,
985). Thus, it can be said that the economic benefits offered by
hem arise from the individual and collective services available
o members.
Based on the interpretation that in general financial returns
ffect the motivation and satisfaction of individuals, we devel-
ped the following research hypothesis:
ypothesis 1a.  The monetary returns available to producers
hrough the association influence the satisfaction perceived by
he members.
ontacts
Associations are networks of connections that go beyond
conomic issues by allowing knowledge and confidence to be
eveloped among their members. Thus, participants are able
o obtain benefits from the institutional environment in which
hey operate (Bennett & Ramsden, 2007). From the moment
hat associations are perceived as horizontal networks, they can
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e understood as environments with a collective action and
re capable of generating factors such as social capital, collec-
ive learning and reputation, providing greater competitiveness
or members (Barra, Oliveira, & Machado, 2007). Once asso-
iations can be construed as business networks, the benefits
uggested by literature may be transported to network associa-
ions. Among the benefits, there is the establishment of contacts
nd important relationships through the existing relationship
ith the association and its members. According to Hákansson
nd Snehota (1997), the relationship between two actors can
hange the way they are perceived by other existing actors. This
erceived identity affects the possibilities of acting and may
ontribute to building new relationships. Thus, the links devel-
ped between companies in business relationships affect their
ehavior and identities.
Based on the importance of building relationships and impor-
ant contacts for the development of companies, the following
ypothesis was developed:
ypothesis  1b.  The possibility of building contacts and impor-
ant relationships for producers through association influence the
atisfaction perceived by the members.
onor
The honor aspect presented here is linked to the feeling gen-
rated in the associations’ members to be part of a group. Thus,
hen they are identified as part of a particular group, this feeling
s developed by the members.
Some researches have discussed the relationship between the
dentification of the actors with the group of which they are part
nd the active participation of them in collective actions devel-
ped within the group. It has been observed that those actors
aving a higher degree of identification with the group are intrin-
ically more motivated to participate in collective actions and are
ore committed to the goals and interests of the group. Thus,
o these participants, concern for the collective purposes over-
omes individual goals. In contrast, participants who identify
ess with the groups of which they are part are less willing to
ontribute to the unique goals of the group, being willing to com-
it with the collective goals that are, in fact, their own individual
oals (Van Zomeren, Spears, & Leach, 2008). Once this identi-
cation with the group can influence the level of participation of
embers, it is possible that it may also affect their satisfaction.
lso, since the honor was established here as the feeling gener-
ted by membership in the association, the following hypothesis
as formulated:
ypothesis  1c.  The sense of honor provided by membership
n the association influences the satisfaction perceived by the
embers.
Although the associations allow the scope of purely personal
ndividual interests, a characteristic feature of them is to promote
he common interests of the group; therefore it is essential that
hey develop this function (Olson, 1971), as developed below.
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ollective  beneﬁts
Collective benefits are those common to all participants, so
hat no member of the group can be excluded and nor be denied
he satisfaction provided by them. We present below four types
f collective benefits: services, representativeness, trust and rel-
vance of associations. Nassar and Zylbersztajn (2004) also
howed that associations formed by large and homogeneous
roups of members tend to have a greater range of common
enefits.
erception of  service  supply
According to Bennett and Ramsden (2000), the main reason
hat leads members to join the association is access to services,
e they specific or collective. Similarly, the main reason that
ead members to leave the associations is dissatisfaction with
he services offered by them. A survey conducted by Newbery
t al. (2013) showed that associations based on services provide
igher levels of satisfaction to their members. According to
ennett and Robson (2001), the main services offered by the
ssociations consist of collective and self-regulation functions.
owever, other low-cost services, low frequency and low dura-
ion are also offered to participants. The authors point out that
any of these less prominent services are attractive to new mem-
ers who see them as services that can be used if one day they
eed them. The authors define this factor as a kind of insurance
ate, once it will be available to members when needed.
As quoted in the text on individual aspects, the services
ffered by associations are the main sources of economic bene-
ts of the members. But here we not emphasize the satisfaction
isplayed by the participants to the services used by them and
heir returns, but how much they believe all the services avail-
ble to them are in accordance with the needs of those who
re part of the association. Thus, all the services provided
re highlighted, including the less frequent ones, analyzed by
ennett and Robson (2001). Based on these aspects, the follow-
ng research hypotheses were developed:
ypothesis 2a.  Perception of the service offerings available to
roducers influences the satisfaction perceived by the members.
epresentativeness
Representational influence is the goal of almost every busi-
ess associations and is a fundamental part of the constitutional
ission and democratic structure of almost all of them (Bennett
 Ramsden, 2000). In this sense, one of the main collective
enefits offered by the associations are the representation activ-
ties, by seeking to promote and defend the interests of members
ho are part of it (Perry, 2012). This power of representation is
uilt through the participation of members in training arrange-
ents so that the greater the reputation of the collective actors
nvolved, the greater the reputation of the entire association
Mello & Paulillo, 2005). Greater legitimacy of the association
tself demonstrates its strength to seek the protection of the inter-
sts of members and to change the institutional environment as
epresentative private institution (North, 1994).
2  de Administração 51 (2016) 246–254
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Despite the importance of the representativeness of asso-
iations, studies have shown that it is not the main reason
f affiliation for companies or individuals. As shown above,
he main motivation of the participants would be the services
ffered. Nevertheless, representation is also a source of motiva-
ion and satisfaction of members and therefore we formulated
he following research hypothesis:
ypothesis  2b.  The representative nature of the association
nfluences the satisfaction perceived by the members.
rust
Bennett and Ramsden (2000) argues that associations enjoy
 certain context of trust by providing a specific relationship
arket with its members, which is different from other business
ervice providers. This allows organizations to connect more
losely to their “customers” than in a relationship of pure market.
Koutsou, Partalidou and Ragkos (2014) highlight the fact that
ecent research has linked confidence to collective action and
ooperation between members of groups for mutual benefits.
his aspect is underscored by Durston (2003, apud  Barra et al.,
007) by stating that the share capital resulting from certain
ocial relationships provide trust, reciprocity and cooperation
etween those involved, and can generate greater benefit to those
ho have it.
According Koutsou et al. (2014), the existence of trust
etween members and members with the institution of which
hey are part provides the network breakthrough for collec-
ive action, influencing the development of the group. From the
uthors’ point of view, there is a distinction between networks
nd collective actions. While networks are characterized by
nteractions and conviviality, collective actions are characterized
y the synergies developed to achieve the common goals.
Also according to the authors, this trust refers to one of the
eatures provided by the social capital. This aspect is high-
ighted by Putnam (2005, p. 177) by stating that social capital
efers to “[.  .  .] the characteristics of social organization, such as
rust, norms and systems, contributing to increase the efficiency
f society by facilitating coordinated actions”. Once that trust
ffects coordination and the involvement of members associa-
ions, and this involvement could affect the satisfaction felt by
hem, it we developed the following research hypotheses:
ypothesis 2c.  The trust felt by members regarding the asso-
iation influences the satisfaction perceived by the members.
elevance of  the  association  for  producers  and  for  the
ector
The association reportedly has a very important role for its
embers and the sector as a whole, since, from the beginning
f its formation, it has the purpose of acting in the interests of
ts members by providing information, supporting negotiations
ith suppliers and buyers of products of its members, quali-
ying members and their labor, among other potential services
Zylbersztajn & Farina, 1999).
Rao, Morrill, and Zald (2000) highlight, however, that when
ecisions taken by associations hinder the distribution of ben-
fits among its members, the affected participants attempt to
t
d
v
oig. 1. Model developed to determine the satisfaction of producers with the
ndependent variables and the dependent variable.
nfluence the decision and legitimize new organizational forms.
he associations are then affected by the cost of influence, since
he collective action fails due to social movements initiated.
hus, the relevance they represent decreases and an environment
s developed around a new organizational form.
Based on these factors, we can interpret that while the asso-
iation takes action according to the needs of its participants,
hey attribute some importance to it and show a state of satisfac-
ion with the relationship. Thus, the following hypothesis was
stablished:
ypothesis  2d.  The importance given to the association by
roducers influence the satisfaction perceived by them.
A study by Cafferata (1979) analyzed the satisfaction of
he members of an association of professionals in the light of
xchange theories (Blau, 1964; Homans, 1961) and collective
ction (Olson, 1971). According to the author, the exchange
heory suggests that people will be satisfied with the organi-
ation when they reach the goals set by their members. The
heory of collective action suggests that satisfaction is affected
y participation in activities that provide particular benefits.
hus, the study by Cafferata showed greater emphasis on indi-
idual aspects than on collective aspects. Similarly, Mello and
aulillo (2005) emphasize that the actions of participants of sug-
rcane associations in the state of São Paulo are more focused on
ndividual issues than collective ones as a result of the existing
ulture.
Based on this emphasis by the authors on the individual nature
f benefits offered by the associations, in order to point out that
hese benefits attract more members than the collective benefits,
e developed a third hypothesis for the research:
ypothesis  3.  The individual benefits perceived by members
nfluence more the satisfaction felt by them than the collective
enefits.
Table 1 below shows the assumptions made for this study.
Based on literature presented herein and in the cases con-
tructed by them, we designed the model shown in Fig. 1. The
imensions treated within individual and collective benefits have
een identified as independent variables since it is thought that
hey are responsible for the generation of satisfaction of pro-
ucers. The member satisfaction was identified as a dependent
ariable, since it is expected that it will change due to the action
f other variables.
L. Thomé e Castro et al. / Revista de Ad
Table 1
Research hypotheses.
Hypothesis 1 Individual benefits provided to producers through the
association influence the satisfaction perceived by the
members.
H1a – The monetary returns available to producers
through the association influence the satisfaction
perceived by the members.
H1b – The possibility of building contacts and important
relationships for producers through association
influence the satisfaction perceived by the members.
H1c – The sense of honor provided by membership in
the association influences the satisfaction perceived by
the members.
Hypothesis 2 Collective benefits provided to producers through the
association influence in the satisfaction perceived by the
members.
H2a – Perception of the service offerings available to
producers influences the satisfaction perceived by the
members.
H2b – The representative nature of the association
influences the satisfaction perceived by the members.
H2c – The trust felt by members regarding the
association influences the satisfaction perceived by the
members.
H2d – The importance given to the association by
producers influence the satisfaction perceived by them.
Hypothesis 3 The individual benefits perceived by members influence
more the satisfaction felt by them than the collective
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predictors of satisfaction and thus the evaluation of hypothesesbenefits.
ethodology
To achieve the research’s proposed scope, we made a quan-
itative and descriptive study, using the questionnaire as a data
ollection instrument. The questionnaire consisted of questions
egarding the profile of the respondents and issues concerning
he proposed research model. Thus, the issues were related to
he seven dimensions presented as predictors of satisfaction of
embers and to their general satisfaction. We used five-level
ikert scales to verify the behavior of producers before each
f the independent variables addressed in the research and also
or the dependent variable investigated, with 1 corresponding
o strongly disagree and 5 for strongly agree. The scales used
ere adapted for use within the context of the study, as shown
n Table 2.
Questionnaires were given to sugarcane producers and filled
hile attending events for the sector. Questionnaires were
roposed over 19 events, leading to the final 550 completed ques-
ionnaires. Of this total, 139 incomplete questionnaires showing
o response in the variables that would be used later were elim-
nated.
The high rate of incomplete questionnaires may be due to the
ifficulty of the producers interpret the questions asked. Thus,
 caveat is made, because of the possibility of a bias in the
orm of the questionnaires. Possibly, if a trained interviewer had
onducted the search, the number of incomplete questionnaires
ould be lower. After the elimination of partially completed
uestionnaires, 411 valid questionnaires were left.
a
l
sministração 51 (2016) 246–254 251
Among the respondents, there are producers of different
tates and cities, distributed in four states (São Paulo, Minas
erais, Mato Grosso and Alagoas) and 81 cities. Another impor-
ant aspect is that the producers also have different sizes, ranging
etween 2 and 70,000 ha of area for planting cane, and 82.7%
f them have an area smaller than 1000 ha. In addition, 411
roducers who participated in the survey are distributed among
1 associations. These factors indicate the heterogeneity of the
ample used, as befits the profile of the cane producers in Brazil.
From the 411 valid questionnaires, data was processed and
tatistical analysis was made using SPSS software. Correlation
nd multiple linear regression tests were performed, as presented
n the next section.
esults
In order to verify the relationship of the independent variables
nd the dependent variable, the calculations of correlations and
ultiple linear regression were performed. The calculated values
f the correlations are shown in Table 3. The results show that all
nvestigated variables have significant positive correlation with
he indicator of overall satisfaction, the level of α  = 0.01. This
ndicates that for all variables, the increase in each one of them
epresents an increase in overall satisfaction indicator producers.
Among the variables, the trust in the association presented
y producers was the one that showed the strongest relationship
ith their satisfaction (r  = 0.717). Subsequently, the representa-
ive nature of the association (r  = 0.698) and the monetary returns
vailable to producers through association (r  = 0.646) showed
oderate values of correlation with satisfaction. Then the per-
eption of service offerings available to producers (r  = 0.606)
nd the honor that producers feel for being part of the association
r = 0.604) showed values of close correlation. The possibility to
uild contacts and relationships important for producers through
ssociation (r  = 0.567) also showed moderate correlation value.
inally, the association relevance felt by producers both for them
nd for the sector as a whole presented the lowest correlation
oefficient with satisfaction (r  = 0.407) and was the only one
ith a value below 0.5.
Calculation of the average of the correlations presented
ithin the groups classified by the research shows that individual
spects (r  = 0.606) and collective aspects (r = 0.607) have simi-
ar values of correlation with overall satisfaction rate. However,
tandard deviation of the collective aspects was 0.142, while of
he individual aspects was 0.040, indicating a greater dispersion
f the values of the collective aspects. This shows that the vari-
bles that make up these aspects are linked to the satisfaction in
 more distinct way when compared between them.
It is important to remember that the strong correlation values
resented do not imply a causal effect on the dependent vari-
ble. These values only show the similar directions data tend to
ollow. Thus, the links extracted from the correlation test are too
eak for the model definition. In order to identify the producers’nd the construction of the final model, we performed a multiple
inear regression calculation for all variables. The results can be
een in Table 4.
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Table 2
Developed scales and theoretical framework.
Dimensions Scales Authors
Economic aspects I feel economically satisfied with the
association.
Olson (1971) and Bennett and Robson
(2001)
Contacts To take part in the association allows me to
make important contacts/relationship.
Hákansson and Snehota (1997), Barra et al.
(2007), and Bennett and Ramsden (2007).
Honor For me it is an honor to be part of the
association.
Van Zomeren, Spears, and Leach (2008).
Perception of service offerings The services offered by the association meet
the needs of producers.
Bennett and Robson (2001), Bennett (2010),
and Newbery et al. (2013).
Representation I feel fully represented by the association. Mello and Paulillo (2005), Perry (2012), and
North (1994).
Trust I trust the association as good executor of his
role.
Bennett (2000), Koutsou et al. (2014), and
Putnam (2005).
Relevance If the association ceased to exist there would
be losses for producers and the sector.
Rao et al. (2000) and Zylbersztajn and
Farina (1999)
Overall satisfaction indicator Overall, I am satisfied regarding the
association.
Bennett (2000), Cafferata (1979), and Oliver
(1996)
Table 3
Correlation of the independent variables with the overall satisfaction rate of producers.
Economic aspect Contacts Honor Perception of services Representation Trust Relevance
Pearson Correlation 0.646** 0.567** 0.604** 0.606** 0.698** 0.717** 0.407**
Significance 0.000 0.000 0.000 0.000 0.000 0.000 0.000
Relevance 411 411 411 411 411 411 411
** Correlation is significant for α = 0.01.
Table 4
Multiple linear regression of independent variables with the overall satisfaction rate of producers.
Model Non-standardized coefficients Standardized coefficients T Significance
B Standard deviation Beta
(Constant) 0.277 0.156 1.775 0.077
Economic aspect 0.096 0.044 0.107 2.185 0.029*
Contacts −0.018 0.043 −0.019 −0.416 0.678
Honor 0.092 0.046 0.094 2.008 0.045*
Perception of services 0.231 0.040 0.221 5.840 0.000**
Representation 0.176 0.049 0.198 3.616 0.000**
Trust 0.354 0.045 0.362 7.791 0.000**
Relevance −0.286 0.395 −0.013 −0.683 0.223
o
n
r
a
r
a
c
a
r
e
o
r
c
e
s
d
t
a
v
c
r
c* Significant for α = 0.05.
** Significant for α = 0.01.
The results of multiple linear regression showed that two
f the independent variables raised by the study were not sig-
ificant. The possibility of creating important contacts and
elationships with other actors and the relevance of the associ-
tion identified by the producers did not indicate having causal
elation with the satisfaction felt by them. Thus, hypotheses H1b
nd H2d were rejected.
As for the other variables, they showed significant amounts,
ausing the hypotheses H1a, H1c, H2a, H2b and H2c to be
ccepted. It is noteworthy that the variables related to service,
epresentation and trust were significant for α  = 0.01, while the
conomic aspect and the honor were significant for α  = 0.05.
Thus, not all the variables raised by the study are antecedents
f the satisfaction of producers. Only the variables service, rep-
esentation, trust, economic aspect and honor showed to have
c
N
w
aausal effect with the dependent variable. The model consid-
ring only the variables that presented a statistical significance
howed R2 = 0.639, indicating that 63.9% of the variability of the
ata obtained for the satisfaction of producers is explained by
his model. Based on these results, we reformulated the model,
s shown in Fig. 2.
It is also worth noting the change of position between the
ariables compared to the values of correlation. While in the
orrelation the order of impact of the variables was trust, rep-
esentation, economic aspect, perception of services, honor,
ontacts and relevance, in the regression the order was trust, per-
eption of services, representation, economic aspect and honor.
ote that the variable perception of services changed its position
hen performing the regression. Thus, even though it presented
 relationship with the dependent variable weaker than 3 other
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Big. 2. Adjusted model with the independent variables and the dependent vari-
ble.
ariables, its degree of causality was lower than only one of
hem.
Finally, it is also important to make a final relation between
he two groups classified in the research. By observing the vari-
bles that make up the groups, it is clear that the two variables that
ere not part of the final model belong each to one of the groups.
owever, the fact that two variables of each part were rejected
id not lead to rejection of the general hypotheses 1 and 2, so that
1 and H2 hypotheses were accepted. Furthermore, although the
ther two variables of the group of individual aspects presented
 significance, they both obtained the level of α  = 0.05, while
n the collective group all aspects were significant at the level
f α  = 0.01. This shows that the collective aspects affect more
he overall satisfaction of producers than the individual aspects;
hus, hypothesis H3 was rejected.
anagerial  implication
The identification of variables that affect the satisfaction of
roducers is of great value to managers of associations. From
he moment that the associations have become of voluntary con-
ribution, they had to work in order to be attractive to producers.
hus, this research shows a possible path that can be followed
y managers to make members more satisfied with participation
n these associations.
Therefore, the managers must identify the services consid-
red by its members as more relevant and necessary for them.
ven if these services are not often used, the association must
trengthen its position about services in a clear and strengthened
ay in external communication. They must also have a high level
f representation and demonstrate this to its participants. Again,
he association needs to communicate very well its actions of
epresentative nature.
It is also important that they provide confidence and that they
re able to develop a sense of belonging and honor in its mem-
ers. Relationship techniques associated with database tools,
he strengthening of organizational culture through the organi-
ational rituals are welcome examples from the corporate world
hat go in this direction and that may well be implemented in this
ontext, possibly more easily because of the symbolic dimen-
ion that the association has for producers or for the city and
egion. Last but not least, it is crucial that the association pro-
ides satisfactory economic benefits to its members, i.e., is truly
ffective in the services it intends to develop, taking advantage
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f the scale it possesses and being able to take these services to
 bigger number of associated producers interested in them.
onclusion
This study was able to identify the predecessor dimensions
nd predictors of satisfaction of the producers concerning the
ssociations to which they belong. From the multiple linear
egression analysis of the variables identified in the baseline
ith the overall satisfaction rate, five dimensions composed the
nal model: perception of services offered, representation, trust,
conomic aspect and honor.
As shown at the beginning of the work, satisfaction of the
embers of the associations are consequences of the reach of
ndividual and collective benefits consistent with their expecta-
ions. Accordingly, aspects have been identified for both types
f benefits. However, the collective aspects had greater impact
n satisfaction of the members than the individual ones, unlike
xpected before the achievement of the research. Both dimen-
ions that make up the individual aspects – economic factors
nd honor felt by the members for being part of the associ-
tion – showed less significance when compared to the other
imensions.
Another aspect to be considered is that, since it was identified
hat 63.9% of the variability of the data obtained for the satis-
action of producers is explained from the model composed of
ve dimensions, it appears that there are other issues that can
ause satisfaction of producers. Thus, future research may try to
etermine other sources of satisfaction among them.
Future research may also try to identify moderating vari-
bles that may influence the relationship between the dimensions
ound here and satisfaction. Internal features of associations and
roducers, as well as characteristics of the existing relationship,
an be one of the aspects that can compose these variables.
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